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To  Match  or  Contrast 

An  Example  in  the  Daily  Mail 

E had  occasion  the  other  day  to 
write  an  important  letter  to  one 
of  Canada’s  greatest  insurance 
companies. 

It  was  a letter  dealing  with  the 
terms  and  regulations  of  an  insur- 
ance policy. 

In  due  course  we  received  a reply  and  with 
the  arrival  of  their  letter  came  to  mind  the 
question: — “Should  envelopes  match  the  paper 
of  the  letterhead 

This  letter,  typewritten  on  a fine  rag  bond, 
was  enclosed  in  an  envelope  of  a much  cheaper 
sulphite  (wood)  bond  paper. 

When  the  envelope  had  been  opened  and  the 
feel  of  the  fine  letter  sheet  came  between  the 
fingers,  the  contrast  was  noticeable — Why  did 
such  an  important  company  enclose  their  letters 
in  such  a cheap  carrier  ? 
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Was  it  an  idea  of  efficiency  because  envelopes 
are  opened  then  destroyed  ? 

Was  such  efficiency  worth  the  small  saving, 
considering  the  importance  of  the  company? — 
and: — Was  the  efficiency  a real  saving  when 
the  contrast  with  what  was  so  much  finer  was 
immediately  noticeable  ? 


Will  One  or  Two  /~ 

W ell -established  Leaders 
Carry  the  TThole  Line  f 

THERE  is  one  sure  way  of 
getting  an  indication 
“Ask  the  wife.” 

Take  any  leader 
which  is  bought  for 
the  home  and  then 
query  the  better 
half  as  to  how 
many  of  the  lesser  known  products  of  the  same 
manufacturer  are  also  purchased.  Enlightening 
information  is  sure  to  result. 


There  may  be  some  reason  why  the  idea  is 
right  that  the  pushing  of  leaders  will  carry  a 
hundred  others — This  principle  apparently  ad- 
opted by  many  manufacturers  has  its  believers 
— Such  a plan  will  truly  put  other  goods  on 
the  dealer’s  shelf  but  does  the  consuming  public 
keep  them  moving? 
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This  query  has  crossed  our  minds  because  for 
a year  or  two  we  have  watched  the  development 
of  a certain  manufacturer  selling  through  drug- 
gists, gradually  bringing  more  and  more  of  his 
whole  line  to  public  notice. 

In  the  course  of  a year  this  company  will 
average  close  to  six  window  displays — for  differ- 
ent products,  a pretty  fine  example  of  dealer 
co-operation  and  a sure  indication  that  their 
goods  are  moving. 

Then  following  the  scent  a little  further — in 
the  fall  there  appears  a display  package  with  a 
new  product — Later  on  a counter  card  features 
another  and  so  on — more  or  less  continuously, 
each  product  seems  to  be  carrying  a definite 
sales  promotion  effort  of  its  own — and  growing 
in  public  favour. 

We  hardly  expect  to  see  this  one  manufacturer 
getting  to  the  point  where  he  will  have  52 
weeks  of  window  display,  yet  we  have  a whole- 
some admiration  for  an  effort  which  is  continual- 
ly presenting  for  public  acceptance  a large  range 
of  products  which  could  otherwise  barely  be 
known,  and  at  the  same  time  adding  sales 
because  of  favourable  prestige  held  by  other 
units  of  the  manufacturing  programme. 

There  is  good  reason  to  believe  that  Mrs. 
Purchaser  will  be  interested  in  Double  X 2 
if  she  already  likes  Single  X 1 — but  she  is 
hardly  apt  to  buy  unless  she  knows  it  exists. 

All  of  which  sounds  reasonable — or  at  least — 
it  should,  because  in  the  case  cited — it  is  work- 
ing. 
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WHEN  the  hounds  of  spring  are  on  winter’s 
traces, 

The  mother  of  months  in  meadow  or  plain 
Fills  the  shadows  and  windy  places 
With  lisp  of  leaves  and  ripple  of  rain ; 

* * * 

For  winter’s  rains  and  ruins  are  over 
* * * 

And  frosts  are  slain  and  flowers  begotten 
And  in  green  underwood  and  cover 
Blossom  by  blossom  the  spring  begins. 

Swinburne. 


With  Perhaps  a Thought  for  Canadians 

THE  prosperity  which  this  country  (U.  S.  A.) 
is  enjoying  today  will  not  always  last. 
There  is  no  reason  why  the  wheel  of  fortune 
will  not  continue  to  turn  for  many  generations 
to  come  as  it  has  in  the  past.  Panics  and 
depressions  may  some  day  be  eliminated,  but 
little  has  yet  been  done  to  bring  such  a millen- 
nium about.  For  instance,  the  Federal  Reserve 
System  may  have  put  the  banks  in  an  im- 
pregnable position,  but  it  has  not  changed 
human  nature.  People  are  in  debt  today  to 
an  extent  never  before.  Sooner  or  later  the 
dam  will  break,  to  be  followed  by  unemploy- 
ment, failures  and  hard  times.  Therefore,  my 
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personal  New  Year's  message  is  that  you 
solemnly  resolve  to  put  your  business  and 
your  personal  affairs  on  a safe  foundation ! 
Get  out  of  debt,  wholly  if  possible,  otherwise 
reduce  your  indebtedness  as  much  as  possible. 
Put  your  business  on  a strict  budget  system 
and  make  every  department  live  up  to  the 
budget.  Determine  to  render  the  very  best 
service  to  customers ! — “The  Shield.” 

♦ ♦ ♦ 

To  the  Presidents,  Treasurers  and 
Secretaries  of  Corporations 

In  fact  the  whole  Board  of  Directors 

A SUGGESTION 

PRINTERS  Ink  Monthly,  that  fine  periodical 
sheaf  of  ideas,  comments  in  a recent  issue 
on  the  practice  and  value  of  mailing  folders, 
booklets  and  enclosures  with  dividend  cheques, 
and  the  value  to  the  company  of  such  a habit. 
We  quote  one  paragraph: 

“The  first  thing  that  appears  is  that  there  are 
two  stages  in  the  development  of  the  idea  of 
telling  the  stockholder  a story  at  the  moment 
you  hand  him  his  dividend  check.  The  first 
stage  is  the  idea  of  telling  him  something;  the 
second  is  the  idea  of  selling  him  something. 
Perhaps  you  could  put  it  better  by  saying  that  a 
company’s  management  first  realizes  the  value 
and  importance  of  the  stockholder  as  a stock- 
holder; after  a while  it  realizes  his  potentialities 
as  a customer  also ; and  not  only  a customer,  but 
as  a booster  and  even  a volunteer  salesman  for 
the  company’s  product.” 
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Two  Stones  which  are  really  the 
Same  “Bird” 

The  Secret  of  Success  is  knowing  their  Similarities 
as  well  as  their  Differences 

IT’S  a peculiar  thing — but  it  seems  to  be 
universally  true,  that  Mr.  Average  Business 
Man  will  persist  in  his  feeling  that  advertising 
and  selling  are  two  distinct  and  different  species 
of  the  business  family. 

They  are  different  in  technique,  but  not  more 
so  than  Jones,  the  salesman,  who,  as  a cold, 
calculating  reasoner,  brings  in  business  by  a 
different  method  than  his  confrere  on  the  sales 
staff,  Bill  Henry,  who  radiates  enthusiasm, 
energy  and  by  sheer  drive  carries  back  regularly 
to  “the  house”  his  own  hatful  of  orders. 

Advertising  and  Selling  are  one  and  the  same 
thing  done  differently  but  with  many  similarities, 
nevertheless. 

Readers,  who  grant  a reasonable  agreement 
with  this  viewpoint,  can  well  advance  another 
milestone  and  face  the  question,  “Do  we 
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expect  too  much  of  Advertising  ?”  An  investiga- 
tion into  such  a question  will  perhaps  open  new 
thoughts  and  help  to  generate  new  plans. 

Any  salesman  who  consistently  goes  ahead 
increasing  his  “house  profit”  record  by  10, 
25  or  50  per  cent  per  annum,  is  one  fine  salesman 
— but  Advertising — doing  the  same  thing  is 
often  considered  anywhere  between  “not  so 
good”  and  “rotten”. 

A natural  question  is.  Why  this  viewpoint? 

Probably  the  best  answer  is  that  the  miracle 
of  millions  is  not  handed  by  the  fates  to  every- 
one who  seeks.  There  has  been  so  much  said 
of  the  1 ,000  and  1 0,000  per  cent  results  of  miracle 
campaigns,  that  ordinary,  everyday,  fat  profits 
are  often  considered  failures. 

The  good  salesman  is  not  consistently  com- 
pared with  a world  famous  Napoleon  of  orders. 
But  any  Tom,  Dick  or  Henry,  who  advertises, 
somehow,  feels  dissatisfaction  unless  his  expen- 
diture compares  in  results  with  the  miracles  of 
“Halitosis”  and  “Canada  Dry”.  He  forgets  that 
Coca  Cola  began  with  a $55.00,  or  thereabouts, 
appropriation.  He  also  forgets  that  Advertising, 
which  returns  a steadily  increasing  percentage  of 
profit,  is  a good  Salesman,  and  frequently  he 
thinks  only  of  the  money  he  is  spending. 

A simple  fable  might  illustrate  more  clearly 
our  thought. 

Mr.  Deskowner,  who  “knows  his  advertising 
onions,”  decides  he  will  get  after  more  business. 
He  knows  he  can  spend  only  so  much.  Does 
he  decide  to  do  it  like  General  Motors?  He 
Does  Not. 
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He  reasons  rather  like  this:  a 25%  increase 
in  this  business  will  mean  a nice  fat  increase 
in  profits.  How  can  I get  it  with  the  money  I 
can  afford  to  spend  ? 

Well,  we  have  2,000  satisfied  customers  out 
of  a possible  market  of  7,000.  If  I plan  my 
mailings  correctly  and  tune  in  the  sales  staff 
we  should  be  able  to  open  200  or  300  new 
accounts.  There  it  is;  that’s  the  thought  for 
the  salesmen.  This  year’s  slogan  will  be  “a 
new  account  a day  makes  a fat  increase  in 
pay.”  But  our  product  does  not  run  into 
great  volume  in  the  first  year — so  I must 
also  aim  to  increase  the  annual  sales  to  our 
present  customers.  Putting  these  two  plans 
together  we  ought  to  come  close  to  the  increase 
we  want. 

Now  it’s  evident  Mr.  Deskowner  has  a plan. 
His  next  move  is  to  fit  his  advertising  to  his 
purpose.  Much  better  than  trying  to  fit  possible 
profit  increase  to  some  miracle  advertising  plan 
as  used  by  the  other  fellow. 

Mr.  Deskowner  will  employ  his  advertising 
as  he  would  plan  the  coverage  of  a new  territory 
with  a salesman.  Mr.  Deskowner  has  made  a 
sales  plan  where  advertising  is  to  be  one  of  the 
salesmen.  He  knows  that  the  printed  word 
carries  a lot  of  urge.  Enough  will  be  spread 
correctly  to  bring  him  fair  increase.  So  Ad- 
vertising gets  a job  as  a Salesman. 

• • « 

Come,  quiet  Spring ! ethereal  mildness!  Come. 

Thomson 
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THERE  came  to  us  through  the  mail  within 
the  past  week  or  so  an  attractive  folder 
from  the  T.  Eaton  Company  Limited  en- 
titled “Distinctive  Interiors” — It  bore  such 
a touch  of  thoughtful  craftsmanship  that  we 
illustrate  it  above — The  line  drawing  was  printed 
on  a plate  sunk  rectangle  — -The  reader  will  ap- 
preciate the  typography  — It  was  printed  on 
“Beaver  S”  Bard  of  Avon,  white,  laid  paper,  with 
deckle  edges  and  produced  in  Canada. 

♦ ♦ ♦ 

To  Know  IV ell  is  to  Build  JV isely 

It  is  well  to  be  “ Purchasing  Prepared”  and  know 
such  “ Beaver  S”  Bonds  as  Krypton,  Bell-Fast 
and  Progress  by  their  names.  Their  appropriate 
uses,  colours  and  finishes  well  in  mind,  lead  to 
wise  selection. 


Themis  Text  Colours  for  Spring  Mailings 
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Now  and  Again  it  is  JV orth  fVhile 
to  Check  Fundamentals 

For  successful  Direct-Mailing  you  need: 

1 . Something  to  sell. 

2.  Analysis  of  your  market. 

3.  A clearly  defined  plan. 

4.  A list  of  those  who  might  buy. 

5.  Reasons  in  type  telling  them  why  they 
should  buy.  Copy. 

6.  Proper  form  for  presenting  those  reasons 
— Letters,  Folders,  Booklets,  etc. 

7.  Use  of  about  one  hundred  of  your  ready- 
to-serve  six  million  brain  cells,  more  or  less. 

8.  Carry  on.  Continuity. 

The  success  of  your  Direct-Mail  is  in  direct 
proportion  to  the  intelligence  with  which  the 
above  component  parts  are  examined  and  tested. 

Postage  and  The  Mailbag 

♦ ♦ ♦ 

A Good  Resolution 

1 PROMISE  myself  and  my  business  to  never 
let  misguided  conservatism  quench  intelligent 
enthusiasm ; to  never  underestimate  the  value 
of  friendship;  to  remember  that  the  boy  of 
today  is  the  man  of  tomorrow,  the  small  buyer 
of  this  year  the  large  buyer  of  next  year;  to  be 
guided  by  the  certainty  that  every  piece  of 
printing  bearing  the  name  of  my  firm  is  telling 
someone  what  kind  of  an  organization  we  are/* 

— Stephens  Press. 
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A Chance  for  Hardware  Manufacturers 

A suggestion  not  a knock— although  it  deals  with  hammers 

IF  anyone  will  take  the  trouble  to  gaze  into  the 
windows  of  a few  retail  hardware  stores,  he 
will  surely  find  an  opportunity  staring  him 
face  to  face. 

This  suggestion  does  not  refer  to  pound, 
tonnage  or  gross  goods,  rather  it  seems  there 
is  waiting  a chance  to  capitalize  those  articles 
used  in  every  home  such  as  hammers,  screw- 
drivers, pliers,  etc. 

Just  stop  then  at  these  windows  as  suggested 
and  one  fact  will  surely  strike  the  onlooker. 
There  seem  to  be  a great  number  of  articles 
which  are  displayed,  featured  and  advertised, 
which  are  not  made-in-Canada  products. 

Is  it  that  the  Canadian  does  not  care  and  will 
buy  the  imported  in  preference  to  the  local 
product  or  is  it — and  here  we  think  is  truth — 
that  the  buyer  does  not  know  the  name  of — for 
instance — a Canadian-made  hammer  for  which 
he  can  ask. 
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Money  Saving  and  Printed  Forms 


The  form  which  must  be  filled  in  brings  business  face  to  face  with  facts. 

WHAT  a busy  nest  of  trouble  there  would 
be  in  a purchasing  department  which  had 
attempted  to  function  without  paper — 
Consider  for  a moment  a receiving  department 
which  tried  to  carry  on  by  word  of  mouth 
and  notes  of  memory;  what  a jumble  there  would 
be  in  the  stock  room — Modern  Business  needs 
paper;  but  it  also  can  improve  its  knowledge 
as  to  the  appropriateness  of  different  papers  for 
various  uses. 


A purchasing  department  might  quite  easily 
use  more  than  one  class  of  bond  papers — A 
receiving  department  and  stock  room  might 
save  time  and  money  by  the  use  of  more  forms. 

The  progress  of  raw  material  through  its 
growth  to  finished  product  needs  many  records 
and  forms — There  are  several  colours  in  bond 
papers,  some  less  receptive  to  oily  thumb 
prints  than  others. 

When  the  goods  are  made,  they  must  be  sold. 
The  sales  department  needs  records  and  forms 
to  help  its  smooth  and  efficient  running.  The 
prospective  buyers  need  information,  suggestion 
and  explanation.  Order  Forms,  Quotation 
Forms,  Salesmen’s  Reports — call  for  paper. 
Proper  selection  means  economy. 


Advertising  reaches  out  to  produce  impres- 
sions— Catalogues  to  explain,  interest  and  illus- 
trate— There  are  appropriate  papers  for  these 
uses — Use  of  other  than  properly  selected  paper 
means  waste  and  loss — either  in  results  or  in 
service. 

The  mass  of  matter  which  must  be  dealt  with 
in  correspondence  to  the  outside  and  inter- 
department memoranda  on  the  inside,  all  calls 
for  bond  papers  of  different  grades. 

Then  the  vital  records  for  accounts  and 
ledgers — the  efforts  to  collect  with  invoices  and 
statements — all  these  have  papers  made  for  a 
purpose. 

Then  again,  a further  consideration  of  the 
money  saving  possibilities  by  a greater  use  of 
printed  forms  is  appropriate,  as  a continuous 
habit,  in  the  ever  growing  needs  of  modern 
business. 

Your  printer  can  help  you  to  make  wise 
selection — Our  Service  Department  is  always 
available. 

• * ♦ 

How  are  Your  Salesmen  Received  hy 
Possible  Buyers f 

Many  a Salesman  gets  a “cold”  reception 
because  his  firm  and  their  offerings  are  little 
known,  whereas  his  competitor,  with  the  fires 
of  interest  kindled  in  advance  by  folders,  booklets 
and  sales  letters  gets  a warm  welcome.  Carlyle 
Japan,  Bard  of  Avon,  Themis  Text  and  Vclvalur 
are  good  papers  to  carry  such  messages  to  light 
the  way. 


14 


THE  CREST 


The  Sales  Organ  has  all  the  Advantages 

of  Direct  Advertising 

IT  is  Direct — i.e.,  it  goes  straight  to  users  of  the 
product,  with  practically  no  waste.  The  Sales 
Organ  will  always  be  more  Timely  with  an 
issue  every  month. 

It  is  Elastic  and  Selective  in  its  approach — It 
reaches  the  buyer  with  not  only  one  suggestion 
at  a time,  as  the  individual  advertising  piece — 
but  by  covering  several  suggestions  it  reminds 
over  a broader  field,  and,  with  frequent  issues 
would  parallel  closely  the  daily  and  varied  buy- 
ing of  most  products. 

It  is  Versatile,  Individual,  Adaptable  and 
Flexible,  to  meet  the  changing  needs  of  month 
to  month  business. 

It  is  Exclusive.  It  holds  attention  longer.  It 
is  read  in  a more  favourable  frame  of  mind.  It 
segregates  itself  from  competitive  advertising 
thoughts. 

What  a Sales  Organ  does : 

It  develops  “good  will”,  which  is  frequently 
even  a greater  sales  influence  than  price. 

Like  all  good  House  Organs,  its  sales  influence 
is  more  indirect  than  direct.  It  invites  a reader 
to  spend  “His”  time  reading  along  the  lines  of 
“Your”  business.  Too  great  an  effort  to  be 
direct  in  selling  urge  will  produce  an  unfavour- 
able feeling  on  readers,  viz.:  that  of  “being 
sold”  as  against  “being  interested,”  but  it  is 
specially  adapted  to  direct  fire  in  proper  pro- 
portions to  cover  different  products  of  the  line. 
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It  is  valuable  as  a means  of  educating  dealers 
to  the  advantages  of  a product,  which  by  word 
of  mouth  may  be  passed  on  to  consumers. 

The  Sales  Organ  develops  familiarity,  bring- 
ing consumers  to  the  next  step — to  request  or 
to  specify  your  product. 

It  avoids  the  monotony  to  consumers  of 
straight  advertising  appeals. 

• * * 

A Lot  More  Colour  can  he  Put  into 
Advertising  and  Sales  Letters 

At  Practically  No  Extra  Cost 

WHILE  it  is  true  that  coloured  and  tinted 
papers  are  slightly  more  expensive  than 
white,  the  actual  cost  can  be  considered 
negligible  when  the  sales  value  of  colour  is 
considered. 

Sample  books  in  goodly  number,  mailing 
pieces  in  thousands,  and  paper  salesmen  in 
person,  as  well  as  printers,  are  all  aware  and 
continually  suggesting  that  colour  in  paper 
adds  an  extra  note  to  Sales  and  Advertising  mes- 
sages and  is  there  for  the  asking.  The  colour 
calls  for  no  extra  presswork — it  is  raw  material — 
and  on  the  recipient  the  appeal  is  primitive 
psychology. 

Just  examine  a week’s  mailing  which  comes 
to  one’s  desk  and  see  the  preponderance  of 
pieces  which  are  printed  on  white — for  no 
special  reason,  when  as  a matter  of  fact  there 
is  a very  good  reason  in  many  cases  why  a 
coloured  paper  would  add  much  to  the  value  of 
the  presentation. 
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When  Noah  sailed  the  waters  blue 
He  had  his  troubles,  same  as  you. 

For  forty  days  he  drove  the  Ark 
Before  he  found  a place  to  park. 

— Hardware  Age. 

* * * 

Rustic:  I’d  like  to  see  one  of  your  new  cars. 

Salesman:  Six  or  eight  ? 

Rustic:  Oh,  one  will  do  very  nicely,  for  the 

present.  — College  Humor. 

* * * 

The  modem  girl,  I read,  is  allowed  too  much 
latitude  in  her  dress.  Still,  it  compensates  for 

the  lack  of  longitude.  — Passing  Show. 

* * * 

STATISTICAL  NOTE 

If  all  the  people  who  were  staying  in  boarding 
houses  for  the  recent  holidays  were  placed  end 
to  end  they  would  reach  out  for  a second  helping. 

— Everybody’s  Weekly- 

* * * 

We  are  tempted  to  present  a formula  for  the 
one  sure  way  to  get  the  most  out  of  advertising. 
That  is,  to  make  certain,  by  testing  or  by  the 
benefit  of  past  experience,  that  it  is  good  sales- 
manship applied  to  logical  prospects. 

— The  Three  Circles. 
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